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WHAT MAKES A  
HOMEPAGE EFFECTIVE? 
AALS Annual Jan. 3, 2014 
Moderator:  
  Leslie R. Steinberg 
Speakers:  
  Steven Barnes  
  Roger Skalbeck 
TOP 10 LAW SCHOOL HOME PAGES 
Ranking origins – Why this report? 
What the report is (and isn’t) 
Findings across five years: 2009-2013 
Excluded elements and trends 
Recommendations 
BEFORE THE RANKING REPORT 2008 - 2009 
RANKING REPORT ORIGINS 
 2008: Georgetown redesign starts 
 Common questions:  
  What are others doing?  
  What should we have? 
 Mostly unavailable:  
   Metrics + Benchmarks 
  
“COFFEE TABLE” BOOK: 
ALL ABA LAW SCHOOLS (+ 2 UK) 
Includes:  
Metrics + Stats 
Excludes: 
Recommendations, 
Assessment 
2009 DATA  
GOOGLE ANALYTICS USAGE 
60% use Google Analytics 
 
February/March 2009 
Google Analytics 
60% 
No Analytics 
Tracking 
40% 
2009 DATA  
(PREDATES RANKING REPORT) 
Pixel Sizing: 187  
Average: 850 pixels 
 
Full width sites: 14 
Sized with EMs: 1 
Percentage sizing: 1 
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Content Width in Pixels 
SEARCH: 
LINKS FORMS & ENGINES 
Feb/March 2009 
197 schools 
Google Custom 
Search, 47 
Google 
Syndicated 
Search, 36 
Google Search 
Appliance, 37 
Custom Search, 
42 
Pico Search, 1 
Link Only, 23 
None, 17 
TOP 10 HOME PAGES:  
RANKING ORIGINS 
Background and 
development 
LATE 2009: FIRST RANKING REPORT 
 Green Bag Almanac & Reader 
Annual compilation of year’s best legal writing  
Editor requested a list of year’s best websites 
 How to do this?  
Survey all schools; assign values to elements 
Rank schools based on a 100-point scale 
Hope for the best 
Try to avoid mistakes 
ORIGINAL EVALUATION 
ELEMENTS 
Element Weighted Value 
Address [a] 10 
Search Box [b] 10 
Cascading Stylesheet (CSS)* [c] 10 
News Headlines [d] 6 
News Headlines with Images [e] 7 
Embedded Media [f] 5 
Favicon [g] 7 
Smiles [h] 5 
Social Network Link [i] 6 
Content Carousel [j] 6 
RSS Meta Information [k] 8 
Microformats [l] 6 
Dublin Core [m] 4 
Hierarchal Organization* [n] 10 
Perfect Score: 100 
What can be counted? 
How important is it? 
14 elements 
ANNUAL VARIATION 
 2009: 14 elements 
     Smiling faces (87%) 
 2010: 22 elements across 3 categories 
     Girls Under Trees (32%), HTML5 (1 school) 
 2011: 24 elements across 3 cagegories 
     Coding Conventions: <font> (8.5%); <b>/<i> (26%) 
 2012: 28 elements across 3 categories 
     Responsive Web Design (14 schools) 
 2013*: 29 elements across 3 categories 
     ABA Required Disclosures (26 schools fail) 
     Events: 158 schools  
 * 2013 data is preliminary 
ABA REQUIRED DISCLOSURES 
 August 2013: 
 At a minimum, a school website’s home page must 
prominently display a way to connect directly to 
each of the mandated disclosures that is labeled, 
“ABA Required Disclosures.” 
  
 ½ of law schools display “ABA Required Disclosures” 
ABA REQUIRED DISCLOSURES: 
DISPLAY VARIATIONS 
26 schools fail outright 
2009-2013:  
HOME PAGES BY THE NUMBERS 
Findings Across Five Years 
SEARCH FORM 
Irrelvant:  
Style + Search engine 
 
Links don’t count 
168 
182 
189 
193 194 
2009 2010 2011 2012 2013
Search Form
SEARCH FORM EXAMPLES 
PHONE + ADDRESS 2009: no phone data 
146 
163 
172 173 
144 
167 
181 185 
188 
2009 2010 2011 2012 2013
Phone Address
SOCIAL MEDIA 
Interactive:  
2012: 24; 2013: 27 
 
47 
113 
146 
177 
186 
2009 2010 2011 2012 2013
Social Media
SOCIAL MEDIA EXAMPLES 
<H1>HEADINGS:</H1> 
Add semantic meaning 
Aid navigation 
Search engine indexing 
91 
133 
149 152 
173 
110 
119 
140 
134 
165 
2009 2010 2011 2012 2013
Headings: Partial Full Credit
<H1>HEADINGS</H1> 
ACCESSIBILITY:  http://wave.webaim.org  
American University 
Arizona State University 
Indiana University - Bloomington 
Northern Illinois University 
Southern Illinois University-Carbondale 
Southwestern University 
University of California-Hastings 
University of California-Irvine 
University of Illinois 
University of Iowa 
University of Mississippi 
University of Montana 
University of Nebraska 
University of New Mexico 
University of Texas at Austin 
Washington And Lee University 
William And Mary School of Law 
2013 Schools With Zero Accessibility 
Errors + Proper Headings 
WHAT DO PEOPLE SEEK? 
http://xkcd.com/773/ 
EXCLUDED ELEMENTS 
Design Patterns 
Content Assessment 
Usability 
FAT FOOTER 
Assuage political battles 
Template consistency 
Secondary navigation 
Shortcuts in a hierarchy 
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EXCLUDED ELEMENTS 
 Content quality 
 Usability 
 Aesthetic beauty 
RECOMMENDATIONS 
Usability 
Sustainability 
Flexibility 
Responsive 
Visual 
RECOMMENDATION:  
USABILITY TESTING 
Pay participants 
Test early and often 
RECOMMENDATION: SUSTAINABILITY 
 Content should: 
Match editorial goals 
Be refreshed regularly 
Be created with existing staff/workflow 
RECOMMENDATION: FLEXIBILITY 
Carousels with a fixed number of elements 
are a challenge 
There are always unexpected needs 
ABA Required Disclosures 
Major event to highlight 
Closures due to snow 
 
RECOMMENDATION: RESPONSIVE DESIGN 
 Responsive Web Design:  
content automatically reformatted 
and restructured on different sized 
browsers 
 Strong alternative to a “mobile site”  
RECOMMENDATION: USE USEFUL IMAGES 
CONCLUDING THOUGHTS 
Lessons learned 
Feedback welcome 
Mistakes happen 
I’M SORRY 
 Report appears annually in print.  
 Corrections delayed 12 months. 
 Mistakes? I’ve made a few. I accept credit + blame. 
 Some recommendations conflict (e.g. code validity + Dublin Core) 
  
YOU’RE WELCOME 
 Trying to recognize “unsung heroes” of web design 
 Coders, communications departments, photographers, system administrators 
 Hoping to find good sites, so people notice them 
 Establishing benchmarks to avoid (some) design debates  
CONTACT 
 Twitter: @weblawlib  
 Email: rvs5@law.Georgetown.edu 
 LinkedIn: 
www.linkedin.com/in/rskalbeck 
“To achieve great things, two things are needed:  
  a plan, and not enough time.” 
   -Leonard Bernstein 
ADVICE FROM THE MAESTRO 
VISION, STRATEGY & TACTICS 
• Vision 
– Who are you? What is your leadership 
position in the marketplace? 
• Strategy 
– How does the website/homepage fit into 
your institution's strategic plan? 
– What is your approach to content? 
– What do you want users to do in this 
online environment?  
• Tactics 
– How are your different audiences 
consuming information online? (This 
week, next year, etc.) 
 
 
 
“You can’t make up in tactics 
what you lack in strategy!” 
PENN LAW WEBSITE OVERHAUL AS CASE STUDY 
 
 
 
 
• Creative brief 
• Process 
• Getting buy-in for a complex project within a 
consensus-based institution 
 
 
 

44 
WHAT KIND OF CONTENT? 
General/Deductive 
Broad content messaging comparative strengths, features; 
effective to list what you offer in a given area, to generate 
“evidence” that persuades your audience(s) 
 
 
Faculty 
Courses 
Pro bono projects 
Clinics 
Careers 
etc. 
Example: Cross-Disciplinary 
WHAT KIND OF CONTENT? 
Specific/Inductive 
An individual (human) example that calls 
out the various strengths of your program 
 
 
Alumni 
Careers 
Cross-Disciplinary 
Professionalism 
Example: Melissa Manfro Fox L’05 




WHAT ABOUT MOBILE AND TABLET DESIGN? 
“45 percent of 18-29 year-old smartphone internet users 
do most of their online browsing on their phone.” 
     - Pew Internet & American Life Project (2013) 
 

SO, YOU’RE READY TO LAUNCH: 
52 
